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ABSTRACT 
 
The purposes of the study are to explore the effects of brand awareness and brand 
trust on purchase intention. The samples are collected from sanitary pad softex 
users living in tarik-sidoarjo, and the research adopts regression analysis to 
examine the hypotheses. 80 Questionnaire data were examined by using SPSS 
20.00 for windows. The results are: (1) the effect of brand awareness on purchase 
intention aren’t significant but positive effect. (2) brand trust has a significant 
positive effect on purchase intention. (3) the effect of brand awareness and brand 
trust on purchase intention are significant and have positive effect as 
simultaneous. In instrument reseach was found that the customer can’t tell the 
different quickly about softex with another brand. The study suggests that the 
company of softex ought to correct a brand information and make the different 
display of product. Brand awareness will help customers to make purchase 
intention quickly when they are familier with brand and in this research brand 
awareness aren’t had a significant effect because experts said that to make a 
purchase desicion the ability of product is the main reason to considering buying 
a product. when brand trust is high, purchase intention will also increase because 
consumers will evaluate the fungsional of a product from their purchase 
experience. As a result, purchase intention will increase. 
Keywords: Brand Awareness, Brand Trust, Purchase Intention 
 
